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Abstract 
Although visual media are known to influence the image people have of tourism destinations 
worldwide, only a few studies have examined their role in the context of religious tourism. 
This study explores the role TV news and documentaries play in religious tourists’ 
destination image, choice and on-site experience. Ethnographic research (31 participant 
observations and 38 in-depth interviews) was conducted in two organized coach trips to the 
sacred island of Tinos, Greece. The findings suggest that broadcasted images of the holy 
icon, the leading politicians, and the performing religious crowd shape the image of Tinos 
and influence visitation patterns. Additionally, the visual projection of religious tourists’ 
offerings appears to condition peoples’ on-site experience. The theoretical and practical 
implications of the study are also discussed.   
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Introduction 
Tourism, as a fantasy industry, largely relies on the projection of favourable destination 
images to entice people to visit a destination (Pan, 2011). Especially within the religious 
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context, most religious institutions use visual media among other means to instruct people to 
visit sacred places and to engage in religious performances, acknowledging the power of 
places and the performances in them in generating particular experiences and establishing 
religious belief (Bourdieu, 1991). Religious tourism is commonly viewed as a physical 
encounter with the sacred (Eliade, 1969), which according to Turner (1973, p.191) can only 
be evidenced outside one’s surroundings, namely “out there” where the principle sites of 
religious interest are located.  
 
Such a religiously-motivated form of tourism is estimated to be as old as religion itself 
(Kaelber, 2006). Religion and tourism are historically related through the institution of 
pilgrimage, which is not an exceptional feature of Christianity, but according to Lanczkowski 
(1982) a universal phenomenon of religious history. Pilgrimages in Hindu, for instance, are 
considered a religious obligation during free time (Singh, 2006). In Islam, adherents are 
instigated to travel to circulate Allah’s word, to enjoy Allah’s creations and to enrich their 
knowledge (Timothy & Iverson, 2006). In a similar vein, while there are no specific 
references to tourism in the Bible, it can be inferred that a person’s behaviour and experience 
during leisure time should lead to a greater appreciation of God (Vukonic, 2006). While 
previous studies focus on the extent to which modern tourism practices can be distinct from, 
or comparable to, traditional pilgrimage (Boorstin, 1964; Graburn, 1989; Smith, 1992), this 
study asserts that the performance of tourism can accumulate as many sacred features as 
pilgrimage can secular. As Turner and Turner (1978, p.20) state “a tourist is half a pilgrim, if 
a pilgrim is half a tourist”. Within this context, religious tourists, similar to other tourists, get 
influenced by representational means such as myths, narratives (Badone, 2007; Bell, 2003; 
Selwyn, 1996) and visual media (Scarles, 2009; Siripis, Scarles & Airey, 2013) that pre-
program their expectations and experiences (Kim & Assaker, 2014; Pan & Tsang, 2014; 
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Siripis et al., 2013), creating spaces for collective gazing and performances (Baerenholdt, 
Haldrup, Larsen & Urry, 2004; Urry, 1990).  
 
Specifically, visual media - being the focus of this paper - including TV news and films are 
part of people’s daily cultural life and shape the image they have of tourism destinations 
worldwide (Iwashita, 2008; Kim, Kim, Agrusa & Lee, 2012; Morgan, Pritchard & Piggott, 
2002; Pan, Santos & Kim, 2016). News coverage and popular television programs - deeply 
embedded in everyday life - are able to provide substantial information about a place in a 
rather short period of time (Kim & Richardson, 2003). This type of information is perceived 
as unbiased by consumers, as they are considered more genuine, in contradistinction to 
induced image formation agents like traditional advertising (Gartner, 1993; Govers, Go & 
Kumar, 2007). Past research on visual media and destination image has mainly focused on 
how films, TV commercials and photos affect peoples’ destination image (Gong & Tung, 
2016; Pan, 2011; Pan, Lee & Tsai, 2014; Shani, Chen, Wang & Hua, 2010; Yen & Croy, 
2016), destination choice (Hudson, Wang & Gil, 2011; Wong & Lai, 2013) and their on-site 
experience and behaviour (Kim, 2010; Siripis et al., 2013; Yen & Teng, 2015). Studies, in 
particular, have found that visual media increased peoples’ awareness of places, had tourist 
inducing effects and influenced visitors’ on-site experience (Kim & Assaker, 2014; Kim, 
2012; Kim, Agrusa, Lee & Chon, 2007; Pan & Tsang, 2014; Riley, Baker & Van Doren, 
1998; Siripis et al., 2013).  
 
However, there is scarcity of research on the role of visual media in the context of religious 
tourism. Understanding such phenomena is critical given the popularity of religious tourism 
and the fierce competition among destinations to attract potential visitors. Building upon the 
work of Pan (2009) and Pan et al. (2016) on visuals, Kim (2010; 2012) and Siripis et al. 
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(2013) on destination image and behaviour, and within the specific framework of Greek 
Orthodoxy (Andriotis, 2009, 2011), this study seeks to extend past research on religious 
tourism by exploring the role TV news and documentaries play in religious tourists’ 
destination image, choice and on-site experience along with any implications these may have 
for the management and marketing of the tourism industry. This research contributes to a 
better understanding of the destination image formation processes, especially within the 
religious tourism context. It also extends our understanding of the religious tourism market, 
and in particular the Christian Orthodox one, which has been studied less in comparison to 
other Christian affiliations (Andriotis, 2009, 2011). To set the theoretical framework within 
which religious tourists behaviour should be looked at, the study now turns to discuss the 
effect of visual media on destination image, selection of sites and on-site experiences, after 
first providing a broader understanding of religion and its relation to visuals. 
 
Literature Review  
Religion and Visuals 
Religion is commonly defined as a “total mode of interpreting and living of life” (Geering, 
2002, p.147) as it helps people to ascribe meaning to their experiences and surroundings and 
forms their behaviour (Cohen & Rankin, 2004; Eidelson & Eidelson, 2003; Geertz, 1973; 
Silberman, 2005). Evidence for the key role religion plays in peoples’ daily activities is found 
in practices including eating and drinking (Poulson, Eppler, Satterwhite, Wuensch & Bass, 
1998), social life (Bailey & Sood, 1993) and tourism (Cohen, 1998; Rinschede, 1992) as 
people have been observed to adjust their everyday conduct to their religious beliefs. 
Especially in relation to tourism, religious affiliations are known to affect religious tourists’ 
decision making (Poria, Butler & Airey, 2003; Williams, Francis, Robbins & Annis, 2007), 
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on-site experience and behaviour (Cohen, 1998; Rinschede, 1992); a phenomenon termed 
‘theology of tourism’ by Cohen (1998). Based on that, Jews, for example, do not use to travel 
on Saturdays and other Jewish holidays (Fleischer & Pizam, 2002). Cohen-Ioannides and 
Ioannides (2006), moreover, explain how Orthodox Judaism’s dietary restrictions cause some 
Jewish travellers to frequent hotels, airlines and restaurants that serve kosher meals. Timothy 
and Iverson (2006) also note that devout Muslims will frequent hotels that have gender-
segregated swimming pools and prayer rooms, are located near mosques, and have 
restaurants that offer halal foods.  
 
Religious scripts/doctrines, similar to theatrical scenarios determine the nature of 
performative encounters in the religious tourist experience, while religious producers, such as 
priests, organize the religious scenario, mobilizing stages, directing believers, materializing 
and aesthetizing places in their attempt to perpetuate and establish particular meanings to 
sacred places and performances. Visual media play a dominant role within this respect. In 
Christianity, the fundamental teachings along with the religious scripts that circulate in 
schools, religious sites and TV programmes, such as documentaries and news, convey to 
religious adherents the message that a visit to a sacred place will free them from their 
spiritual or secular anguishes (Cohen, 1998; Mattila, Apostolopoulos, Somnez, Yu & 
Sasidharan, 2001). A visit to such places constitutes an essential tool and presupposition for 
some religious tourists to achieve particular end results from their trip including pain 
alleviation, body curation and restored balance and harmony (Bolen, 1994). As Bourdieu 
(1991) emphasized, religious institutions structure the dependence on religious symbolic 
power and hence the longing for it. Places outline practices and religious oriented tourists are 
in fact considered ‘cast members’ (Crang, 1997), by performing a series of directed religious 
practices as established by religious producers. Thus, what is projected in visual media - often 
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constructed and organized by religious authorities and destination managers - might shape to 
a large extent religious tourists’ destination image, selection of places and their on-site 
experience.   
 
Visual media; destination image and selection of places 
 
Considering the intangible nature of the tourism product, visual information is critical in 
destination marketing as it portrays the actuality of the place and serves as pre-taste of the 
destination until actual visitation takes place (Fakeye & Crompton, 1991). Information 
provided through visual media lead to increased familiarity with the destination, which in 
turn affects destination image formation (Baloglu, 2001; Fakeye & Crompton, 1991). 
Destination image, commonly defined as the sum of beliefs, ideas and impressions that a 
person has of a destination (Kotler, Haider & Rein, 1993), is considered critical for the 
success of any tourist destination as it is known to influence tourists’ destination selection 
process, on-site experience and their future behavior (e.g. Chi & Qu, 2008; Lee, Lee & Lee, 
2005; Stylidis, Belhassen & Shani, 2015). Tourism authorities, therefore, need to develop and 
maintain a positive destination image to improve the competitiveness of a place and increase 
visitors’ loyalty (Qu, Kim & Im, 2011; Stylidis, Shani & Belhassen, 2017).  
 
Commonly categorized under Gartner’s (1993) autonomous image-formation agents, visual 
media including news reports, popular culture products (i.e., television programs) and 
documentaries appear to be more influential on destination image formation than the induced 
image formation agents (i.e., paid advertising) as they tend to have higher credibility and 
greater market penetration (Gartner, 1993; Govers et al., 2007). For example, in a study 
conducted by Govers et al. (2007), the autonomous image formation agents were ranked first 
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by respondents as key information sources while choosing a destination. Similarly, Schofild 
(1996) argued that peoples’ images of places are shaped to a large extent by TV programs 
which do not encompass the perceptual bias of promotional material. Past studies have 
further revealed the positive effect of films, TV dramas and travel documentaries on 
destination image and visitation patterns (Kim & Assaker, 2014; Kim, Agrusa, Chon, & Cho, 
2008; Kim et al., 2007; Pan & Tsang, 2014; Riley et al., 1998). Kim and Richardson (2003), 
for instance, reported that a movie related to Vienna had a significant positive effect on some 
components of Vienna’s image and on respondents’ intention to visit this destination in the 
future. Similarly, Hudson et al. (2011) reported that 13% of their study’s participants showed 
an initial interest in visiting destinations in Latin America after seeing them in the film ‘The 
Motorcycle Diaries’. Visual media as such have been widely used by tourism bodies and 
destination marketers to establish, change or reinforce the image of a tourist destination 
(Avraham, 2015; Govers et al., 2007; Pan, 2011; Pan et al., 2016). 
 
Past research also on religious tourism has further revealed that religious tourists appear to 
search for signs and symbolic structures - widespread by religious institutions through 
narrations and visual media - that create meaning and shape their experiences (Badone, 2007; 
Selwyn, 1996). Using visual media including TV news and documentaries religious 
authorities often even develop what Baudrillard (1981, p.85) calls “strategies of desire”, 
through which tourists are mobilized to visit particular places. The visual projection of 
material objects such as the fame of miraculous icons inscribe places with fantasies and 
memories and motivates people to visit sacred places to encounter these objects (Cloke & 
Pawson, 2008; Coats, 2011; Selwyn, 1996; Tilley, 2006). Therefore, through the selection of 
an emblematic trait or historical event (i.e. Virgin Mary apparition) that is provided for 
consumption (see Cloke & Pawson, 2008; Knudsen, 2011) religious sites have gradually 
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become well-known tourist destinations. Additionally, new religious tourist destinations have 
been established within the last decades like the Medjugorje in Serbia (Vukonic, 2006) as a 
result of the visual projection on TV news of stories of miracles that have happened there.    
 
Visual media; on-site experience 
 
Apart from promoting tourism destinations and increasing the numbers of visitors at locations 
associated with films or presented on TV, visual media often also influence tourists’ on-site 
experience and behaviour (Iwashita, 2008; Kim, 2010, 2012; Mercille, 2005; Rittichainuwat 
& Rattanaphinanchai, 2015; Siripis et al., 2013) as they further shape (through destination 
image) expectations before the actual visitation takes place (Font, 1997; Phelps, 1986). For 
example, Siripis et al. (2013) studied the impact of the film ‘The Beach’ on Thailand’s image 
and concluded that images or videos displayed in popular media pre-programmed visitors’ 
experience in Thailand. Similarly, Kim (2010) explored the impact of a Korean TV drama 
series on tourists’ on-site experience and found that this TV programme inspired film tourists 
to enhance their tourist experiences by re-enacting scenes from the series. In line with Urry 
(1990, p.13) people seek to “experience in reality the pleasurable dramas they have already 
experienced in their imagination.” This is potentially due to the fact that people give meaning 
and form to their experiences through visual images, signs and symbols (Boulding, 1956; 
Bandura, 2001; Reijnders, 2011), and popular media often circulate and sustain such images 
(Browne, Firestone & Mickiewics, 1994; Pan et al., 2014). Popular media through visual 
representation as such enhance tourist’s construction of the gaze in that tourists are searching 
for already known objects, spots or settings to feast their eyes on (Urry, 1990). ‘Lord of the 
Rings’ film tourists, for example, were searching for settings like hobbit houses and attached 
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intrinsically deeper meanings to the locations depicted in the film, which were experienced 
“as sacred places rather than as sites of spectacle” (Roesch, 2009, p.134).  
 
Equally within the religious context, visual media along with myths and narratives seem to 
create spaces for collective gazing and to pre-program (Urry, 1990) religious tourists’ 
expectations and experiences; “familiar narratives of lost cities, ancient civilizations and 
spirituality facilitate peoples’ partial understandings of that which may be encountered” 
(Scarles, 2009, p.470). Nevertheless, religious sites are not only to be gazed at but are also 
places of conduct. Moving thus beyond a masculine paradigm of the gaze (Ateljevic, Morgan 
& Pritchard, 2007; Pritchard & Morgan, 2000), the destination image building process in the 
case of religious tourism is (further) supported by visual media which underline the 
importance of other corporeal experiences and senses such as doing and touching, in 
generating particular experiences that constitute the core of religion (James, 1960). The visual 
projection of crawling pilgrims on TV has, for example, such an effect on potential visitors’ 
destination choice and on-site experience (Dubisch, 1995). Equally, participation in religious 
rituals and religious trips, bestow members with feelings of ‘Communitas’ (Turner and 
Turner, 1978), which denotes an egalitarian association between people who share a liminal 
state. Such states of togetherness and brotherhood are communicated through visual media 
that broadcast collective religious performances and interviews of believers sharing their on-
site experiences, thus influencing other religious tourists who attempt to seek out similar 
experiences.  
 
The above review of the literature revealed that visual media play a critical role in both the 
tourism and the religious context. However, only a limited number of studies have adopted an 
interdisciplinary (combining both religion and tourism) approach and explored the role of 
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visual media in the religious tourism context. Similar to Siripis et al. (2013) and Kim (2012) 
visual media are expected in this study to have an impact not only on religious tourists’ 
destination image and intention to visit a destination but also affect their on-site experience 
(tourists’ gaze and practices). Specifically, and based on the above, the study seeks to address 
the following research objectives: 1) Identify and understand the way visuals influence 
religious tourists’ destination image and site selection, and 2) Identify and explain the way 
visuals affect religious tourists’ on-site experiences. This understanding is critical for 
religious and church authorities, destination managers and tourism marketers to maximise 
patronage to the destination and to try to shape religious tourists’ destination image and 
choice through marketing initiatives (Sun et al., 2015). It also helps DMOs to better manage 
visitors’ experience by identifying and taking advantage of powerful visual elements in 
tourism promotion (Pan et al., 2014).  
 
Methodology 
Context and study setting 
The research objectives are addressed by drawing on participant observation material and in-
depth interviews conducted with tourists on an organized religious tour to the sacred island of 
Tinos Greece. Despite its small size (8,600 inhabitants) Tinos attracts thousands of visitors 
annually who flock to see the icon of the Virgin Mary in the Church of Annunciation.  The 
Church of Annunciation (built on the location where the icon was found in 1822) has gained 
fame after numerous reports of therapeutic miracles fulfilled by the icon of the Virgin Mary 
of Tinos (Panagia Evangelistria), which nowadays is the most visited religious site in Greece 
(Dubisch, 1995; Terzidou, Stylidis & Szivas, 2008). Accordingly, while the vast majority of 
studies on Christian religious tourism have mainly focused on the views and religious 
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practices of Protestants and Catholics, this study gives attention to the Christian Eastern 
Orthodox church (see Belhassen, Caton & Steward, 2008; Coleman, 2004), which ranks 
second in popularity within the Christian world after the Roman Catholic Church.  
 
The Greek TV market  
There are eight private and three public TV stations that broadcast nationwide in Greece. 
According to data obtained from Nielsen Media Research Greece (2015), people in Greece 
spent on average 4 hours and 26 minutes watching TV in 2015, while those aged over 65 
years old watched on average seven hours per day. Till recently the most popular TV station 
was Mega Channel, with its News programme being watched by 20% of the TV viewers 
(763.000 people). Second was Ant1 News with 18%, and third Alpha TV with 16%. In the 
years 2014-2015, about 20% of the TV News audience was over 65 years, 19% was male 
between 45-64 years, and 8% female aged between 45-64 years. The Greek State owns three 
TV stations, with the most popular one having on average 10% of the market share and the 
least popular one about 2.7% of the total audience share. However, it is notable that on the 
15
th
 of August, which is the national celebration of Virgin Mary, the three State TV stations 
that broadcast the procession in Tinos achieved a cumulative 20% share of the market. Those 
who watch the three State TV stations tend to be older and with a lower educational level 
(Nielsen Media Research Greece, 2015).  
 
Sampling and research methods 
Considering that tourists’ destination image and on-site experience are highly complex, 
subjective and unique to each individual (Kim, 2012), qualitative research was considered 
most appropriate to study the phenomena into question. Ethnographic research, in particular, 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
12 
 
was conducted in two organized religious coach trips (each four days long) to the sacred 
island of Tinos. Purposive sampling was adopted as research participants were selected from 
the trips’ group members. Information leaflets were distributed to prospective participants at 
the beginning of the trip explaining the purpose of this research. Confidentiality was assured 
at all stages and participants were allowed to decide whether they would partake or not in the 
study. In the first stage of the research participant observation and informal interviews were 
conducted, with the role of the ‘participant as observer’ for the researcher being adopted. To 
avoid issues of reactivity and annoyance, and to gain trust in a natural manner, one of the 
researchers participated in religious practices alongside group members (Bernard, 2006). The 
similarity between participants’ and the researcher’s national and religious background 
facilitated engagement, acceptance and mutual understanding (Andriotis, 2009). Following 
ethical approval, only participants who gave their consent were observed. In total, 31 
observations were conducted during the two trips and detailed field notes were kept 
throughout.  
 
In the second stage, 38 semi-structured in-depth interviews were conducted after the end of 
the trips until data saturation was reached (Guba & Lincoln, 1989). The interviews lasted on 
average 75 minutes and were conducted after assuring participants’ confidentiality and 
receiving their written consent (Kvale & Brinkmann, 2009). In order to determine the 
multiple realities, the interview questions were as open-ended and flexible as possible so as to 
encourage respondents to freely communicate their beliefs, values, etc., without feeling 
constrained (Fielding & Thomas, 2008). To answer the study’s research questions, two broad 
interview themes were elaborated, namely: 1) How do visual media, and in particular TV 
news and documentaries influence your image of Tinos and its selection? and 2) How do 
visual media (TV news and documentaries) influence your on-site experience? Topics of 
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discussion for the first main theme included the time/frequency people spent watching TV 
documentaries and TV news; the TV programmes with religious content that respondents 
know and systematically watch; selection of religious sites, motivation to visit and 
expectations, which were addressed, for example, with the use of opinion questions such as 
“What is your opinion about the documentaries devoted to the religious places in Greece?” 
and knowledge questions including “What do you know about the miraculous icon of Tinos?” 
or behaviour questions like “Have you watched any TV documentaries related to the Virgin 
Mary of Tinos?” For the second interview theme, topics of discussion included, among 
others, participants’ onsite activities; religious objects used; symbolism, which were captured 
with questions such as “If I followed you in the church, what would I see you doing?”; 
feelings questions including “What were your feelings when you first arrived at the island? At 
the church?” and sensory questions such as “Did you see/experience familiar objects/things 
known from TV when you visited Tinos?” Follow up questions including “when did that 
happen?” were particularly used to establish rapport, convince respondents to expand their 
answers and clarify arising issues (O’Reilly, 2005). 
 
All interviews were digitally recorded, transcribed verbatim, and translated into English 
retroactively (Brislin, 1976) by both researchers to ensure consistency in meaning. 
Pseudonyms were used during the data analysis to ensure anonymity. Religious tourists’ age 
ranged from early 30’s to early 80’s with the vast majority of respondents (80%) being 
women. This is not uncommon as in the Greek culture woman usually connect the family 
with religion through religious institutional performances (Dubisch, 1995). Furthermore, the 
vast majority of them were travelling in small groups of two to three people and only one out 
of five travelled alone. About one third of the study’s participants were employed full-time 
(36%), one third have never worked in the past and the rest 30% were in pension. The vast 
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majority reported having one or two children, and only three people reported none. Lastly, 
almost half of them had finished the basic education (up to high school), 30% had a higher 
school degree and another 20% had a university degree or higher. Thematic analysis was 
applied to reveal patterns and themes (Boyatzis, 1998). In a similar vein, the field notes were 
analysed and coded by both researchers to decrease potential bias. The patterns identified in 
the field notes were linked to the themes that emerged from the interview transcriptions. Data 
triangulation is known to minimize individual and methodological biases and increases 
generalizability of the findings (Decrop, 1999).  
 
Findings  
The role of TV news and documentaries in shaping destination image and choice 
The first part of the findings discusses how TV news and documentaries shape religious 
tourists’ destination image of Tinos and positively influence their decision to visit the island. 
Religious and political authorities, in particular, appear to use visual media to shape peoples’ 
images of Tinos through processes of meaning making, and to enhance national pride and 
collectiveness (Bandyopadhya, Morais & Chick, 2008). For example, the most important 
religious festival in Greece is the ‘Dormition of the Virgin Mary’ that takes place annually on 
the 15
th
 of August in Tinos. On that day the Greek folk and the image of festive Tinos 
circulates all over Greece with TV news and documentaries focusing on the a) holy icon, b) 
leading politicians, and c) the crowd of people participating in the celebration. This repeated 
projection of the same or similar shots of items, people and scenery has a powerful effect on 
TV viewers who accumulate certain images of Tinos (Iwashita, 2008).  
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The projection of the Icon 
The state-owned Greek TV channels, in particular, offer live broadcasts of the official 
procession, which involves carrying Virgin Mary’s icon (image) from the church to the 
harbour (see Figure 1) while the celebration in Tinos also features in the leading news of all 
private TV stations in the country (Haland, 2012). Aspa, for example argued that “I wanted to 
visit Tinos because the icon was very frequently on TV.” Similar to past research, the visual 
projection in Greek TV news of the icon of the Virgin Mary of Tinos along with stories of 
miracles seem to be an important influential factor for people visiting Tinos (Kim et al., 
2008; Kim & Richardson, 2003). As an interviewee, for example, stated “I’ve heard so much 
(on TV news).. that influenced me to come… of disabled people that.. went and got cured.. 
and of other problems.. personal problems..” (Nicki). These images are further reinforced by 
personal experiences and stories included in documentaries about the Virgin Mary of Tinos. 
A participant, for example noted that “If you watch TV documentaries, then you will see the 
icon... and listen to stories about some people who experienced… miracles… things like 
that.” During the interviews most people explained how influential documentaries have been 
in their choice frequently quoting “A documentary has increased my curiosity to visit Tinos.” 
Some religious tourists as such visit Tinos in the ‘trail of miracles’ as they desire to feast their 
eyes on particular miraculous events or even want to experience a miracle by themselves (i.e., 
to be cured) (Slater, 1986).  
 
[Insert Figure 1 About Here] 
 
The projection of State and Church Officials 
The destination image of Tinos goes beyond being a miraculous place and Tinos is also 
considered an important centre of Greek-ness as it is believed that the icon helped in the fight 
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for Greek independence in 1821. Helena, for example, proudly commented that “Even 
Kolokotronis [an important Greek General in the fight for Greek independence in 1821] was 
convinced that since the icon of the Virgin Mary was found, the battle would be victorious.” 
Accordingly, another focal point of the images projected on TV news is the government 
cabinet members and the head of the Greek Orthodox Church that depict the close 
relationship between religion and the state. Most TV channels broadcast politicians’ on-site 
speeches in which they annually highlight the contribution of the Church to Greece’s 
independence and designate respect towards this institution. For example, Prokopis 
Paulopoulos, the President of Greece, in his recent public speech in Tinos on the 15th of 
August 2015 broadcast by most Greek TV stations, attributed the peace in the country to the 
Virgin Mary’s grace. This image making process is further reinforced by scenes including 
Greek flags fluttering all over the island of Tinos along with the presence of navy generals 
and military ships that occasionally gunfire in a symbolic manner (see Figure 2). Visual 
media as such are often used by authorities including politicians, church leaders and place 
marketers to shape peoples’ imagery of places and to direct their gaze (Scarles, 2009) as well 
as to reinforce national identity and encourage visitation (Beeton, 2005; Hudson et al., 2011). 
Through its visual representation in popular media as the ‘Centre of Greece’ Tinos has 
developed a destination image that is linked to Greek-ness and religious identity; “here is our 
Virgin Mary, she is our Virgin Mary.. for those of us who cannot travel outside Greece, the 
Virgin Mary is Tinos” (Anna). A visit to Tinos as such is highly related to nationalism 
(Pretes, 2003), part of being Greek and Christian Orthodox; as Vaso said “it is a priority and 
commitment” for all Greeks. Maria equally stated that: “..every Christian comes round to 
Tinos. Whoever you may ask, he will say that at least once in his lifetime he has been there.” 
The Tinos phenomenon, therefore, resembles what Bhardwaj (1973) termed ‘national 
pilgrimage’, uniting Greek Orthodox people from around the world.  
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[Insert Figure 2 About Here] 
 
The projection of the crowds 
Tinos acquires also the image of a vibrant place with ongoing religious action and collective 
performances that lead to feelings of togetherness what Turner and Turner (1978) term 
‘communitas’ as a result of sharing mutual feelings, meanings and experiences within a 
liminal state. The visual projection on TV of crowds of people queuing, waiting patiently to 
venerate the icon, seem to increase peoples’ awareness, further cultivate their curiosity and 
desire to verify the very picture and to be part of it and highlight Tinos significance as a 
religious centre. “I was moved… it was so crowded, and all these people are really eager to 
visit Tinos.. I feel proud of being Christian Orthodox and of being Greek.” (Babis). Religious 
tourists’ performances thus seem to become important elements of authorities’ “strategies of 
desire” as they constitute lived expressions of holiness (Baudrillard, 1981, p.85). Especially 
the crowd’s religious on-site practices such as crawling, which are projected by both public 
and private national TV channels, shape Tinos’ image and reputation (see Figure 3). Makis, 
for example, said: “First and foremost it is curiosity that attracts you, because you watch it 
on television.. you see how they crawl.. on their knees...and you want to be there on that day 
when the masses ascend to the church to see what exactly is happening..” Similarly, Maria 
stated that: “My decision to come was mainly out of curiosity.. to experience what I was 
watching on TV.. people crawling.” People seem to choose to visit Tinos to evidence what 
they have previously watched on TV, a finding similar to Hudson et al.’s (2011) study among 
others. This curiosity is further reinforced by the projection on TV of Greek celebrities who 
attend the 15
th
 of August celebration in Tinos. Anna for example argued that “I was 
impressed when I saw a famous singer on TV crawling to the church... You see, all that 
influences you.” This result corroborates Yen and Teng (2015) who also reported that 
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celebrity involvement in visual media is positively related to peoples’ intention to visit a 
destination.  
 
[Insert Figure 3 About Here] 
 
Visual media in the context of religious tourism as such create or reinforce peoples’ 
awareness and increase their intention to visit sacred places. These results are in line with 
tourism research which found that people who frequently watch TV programs showing 
positive aspects of a destination had stronger intentions to visit the projected place (Beeton, 
2005; Kim et al., 2007; Kim and Assaker, 2014; Pan and Tsang, 2014). However, the use of 
visual media by Greek politicians, Church officials and place marketers was acknowledged 
by some participants like Barbara who stated: “It is the advertising... everything what we hear 
on the 15th of August, of people going there and worshipping.. I have the feeling that 
everything starts there, from the media.. Because otherwise who would know about the Virgin 
Mary of Tinos?” Some people thus seem to be aware of a planned attempt to shape their 
destination image of Tinos, a finding that appears to partially challenge Gartner’s (1993) 
classification of visual media like TV news and documentaries as autonomous image 
formation agents, which are perceived as unbiased by consumers.  
 
The role of TV news and documentaries in shaping religious tourists’ on-site experience 
On the trail of miracles 
Apart from shaping peoples’ destination image of Tinos, increasing their awareness and 
creating a strong desire to visit the island, TV news and documentaries were found in this 
study to frame visitors’ understanding of the place’s sacredness (Badone, 2007; Roesch, 
2009) and to influence their expectations and on-site experience (Kim, 2012; Siripis et al., 
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2013). Religious tourists in Tinos were observed, for example, searching for signs where the 
Virgin Mary’s miraculous power can be manifested (Urry, 1990). While entering the church 
most religious tourists were seeking for particular objects that were hanging from the ceiling 
or were positioned in specific posts in the church. One such notable object, well-projected on 
TV documentaries and often recalled by religious tourists during the interviews, is the 
metallic orange tree in the church’s entrance. As Tasia stated “the orange tree is so 
beautiful… it stands on the right side… a gift to Virgin Mary from a blind man who was 
cured. He promised to bring to the Church the first thing he would be able to see, which was 
the orange tree in his garden.”  Popular TV programs and documentaries about the Virgin 
Mary of Tinos seem to direct peoples’ gazes and meanings, with religious tourists engaging 
in practices of ‘hunting’ and ‘capturing’ religious signs, similar to MacCannell’s (1976) and 
Urry’s (1990) semiotic tourists who are searching for and are influenced by imposed signs in 
material landscapes.   
 
Additionally, other objects that at first glance seemed to be of secondary value were found to 
have a considerable impact on peoples’ on-site experience. The suspended oil-lamps and the 
ornaments in the church and around the icon are part of peoples’ offerings, the so called 
‘tamata’, to the Virgin Mary of Tinos (see Figure 4). Each offering is known to depict a 
miracle experienced by a person and as such the numerous offerings in the church represent 
the plethora of people who have witnessed miracles in the past. The constant projection on 
TV documentaries of these religious tourists’ offerings seems to be part of an effort to further 
shape or reinforce the image of Tinos as a sacred place and to influence on-site experiences 
(Edensor, 2001; Franklin, 2004). Firstly, the projection of offerings on TV allows people to 
reflect on their imperfect nature. As Katia stated “looking at the many offerings, I thought: oh 
my God, how many people are suffering…” Secondly, offerings were found to elevate the 
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significance of Tinos in the eyes of religious tourists; since they are given as a thanksgiving, 
their presence and projection on TV serves as proof of miracles accomplished by the Virgin 
Mary of Tinos and highlights Tinos’ image as a place of salvation (Selwyn, 1996; Tilley, 
2006). As Danay said: “I saw various things… Hanging ships, which are said to be offerings 
made by fishermen.. And I saw also gold jewellery.. and I thought that the people who 
brought all those things to the church.. their wish must have been realized”.  
 
[Insert Figure 4 About Here] 
 
In Weber’s (1946) words it seems to be an ‘emotional propaganda.’ The constant projection 
of the offerings in documentaries promotes Virgin Mary’s miraculous power, thus enticing 
people to look at them and to engage in on site practices like that of wish-making (vow). 
Katerina, for example, in view of the icon and the offerings also made a vow. As she 
recounted: “In fact, when I went there [in the church] I was so much… I mean I was enticed 
from the various... the crowd I saw.. the offerings that were all around the icon, the golden 
ones, and all those things.. that I made a vow too..” This process resembles Bourdieu’s 
(1991) institutionally structured performance of gift exchange that intends to safeguard 
religious institutions’ existence. However, the role of offerings in the production of religious 
tourists’ experience was criticized by some study’s participants who emphasized the 
provocative effect the displayed offerings have on people, diminishing the real meaning and 
value of the icon. Janna, for example, recounted how she went away from the sight of 
offerings hanging on the miraculous icon, and chose another non-distractive place in the 
church:  “I walked away from the icon of the Virgin Mary… because you cannot see her 
there, so covered with offerings it is. To be honest – God forgive me- but aren’t so many 
offerings really a planned enticement for the pilgrims?” Projected images on TV news of the 
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icon, the Church of Annunciation and of religious tourists’ ascendance to the church seem to 
be so powerful that they set expectations, cultivate peoples’ awe and influence the experience 
while being there (Kim, 2010).  
 
Positive Influences: Confirmation of Expectations 
For some people a visit to Tinos aimed to re-enliven and re-confirm the visual conceptions 
they have already acquired through TV (Crouch, 2001; Kim, 2012; Scarles, 2009; Siripis et 
al., 2013). For example, a fraction of respondents mentioned during the interviews that they 
have experienced on-site exactly what they have seen on TV news and documentaries: “I had 
imagined a large icon with many offerings…an icon covered by offerings.. and large crowds 
of people worshipping…I found exactly, what I have watched on TV..” (Mairy). Similarly, 
Elsa stated that ‘The church was exactly as I imagined it to be and as we watched it on TV. 
With many stairs, crowded, many candles…” Similar to the work of Riley et al. (1998) and 
Kim (2010) on film tourism, TV documentaries appear in this study to encourage a bond 
between religious tourists and sacred places and enhance the image of Tinos. In line with past 
research, for those participants who have confirmed their expectations, a higher level of 
satisfaction with the trip is to be anticipated (Carl, Kindon & Smith, 2007).  
 
Neutral Influences: Limited capacity of the visuals 
For some other participants though, visual media offer narrow viewpoints and are sometimes 
inadequate in capturing the atmosphere people actually encounter in places as part of their 
immaterial and material engagements (Buchmann, Moore & Fisher, 2010). Kostas, for 
instance, argued that although he had seen the church several times on TV, what he 
experienced in Tinos was very intense: “This has nothing to do with what you have seen. 
When you enter the church you feel…completely different from watching it on TV.” This often 
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results in unexpected and/or unpredicted experiences; as Aspa described it ‘when you enter 
the church you shudder” while for Niky “You feel awe… You are standing next to the Virgin 
Mary.” It appears that spaces of uncertainty and of ‘not knowing’ occur (Scarles, 2009) as 
visual representations of the Tinos’ experience on TV are insufficient in embracing the 
extraordinary qualities the divine possess. As Yannis commented: “In the beginning because 
you go there with... with all those feelings generated in you beforehand... you go in a different 
way… it’s like a fear I can even say for what you will encounter...”.  
 
Exaggerated Influences: Mismatch between expectations and reality 
The third stream of participants expressed their disappointment with what they actually 
experienced as contrasted to what they have seen on documentaries, potentially because “on 
TV they exaggerate” (Soula). Visualised representations of the Church of Annunciation and 
of the icon have resulted in high expectations and have shaped imaginations of Tinos, a 
notion that Appadurai (1990) termed ‘imaged worlds’ and Shields (1991) ‘place-myths.’ One 
of the participants, for example, stressed that “It was not as… I thought that I will see 
something larger in size… perhaps, I do not know, due to publicity. The interior was like in a 
common church, nothing special.” This finding contradicts the study of Iwashita (2008) who 
reported that several respondents expressed a feeling of ‘déjà vu’ experience (Iwashita, 
2008). Apart from the church, the icon was also less impressive in comparison to what was 
expected by some religious tourists: “I didn’t perceive it to be as…I was expecting something 
different [about the icon]… It seemed to me very simple. From what I have seen on TV 
programs I was expecting a large icon, with gold, whereas what I found was a small, 
common icon.” It appears that ‘imaged worlds’, a combination of images and imaginations, 
not always reflect the actual reality to be experienced (Kim, 2012).  
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Conclusion 
This study explored the role of TV news and documentaries in religious tourists’ destination 
image, choice and on-site experience, with a specific reference to the Greek Orthodox 
context. The findings revealed that the repeated visual projection on TV of the icon of the 
Virgin Mary, the leading politicians, and of the crowds of visitors on TV news has positive 
effects on religious tourists’ image of the island of Tinos, Greece. The image of Tinos as a 
sacred place seems to be further reinforced by documentaries presenting peoples’ personal 
accounts of their own supernatural experiences, positively influencing other religious tourists 
to visit the island (see Kim et al., 2008; Kim & Richardson, 2003). By applying ‘strategies of 
desire’ such as the miraculous icon (Baudrillard, 1981), church authorities and place 
marketers seem to create to religious tourists feelings of curiosity which in turn increase their 
willingness to visit the island. Additionally, political authorities through visual media have 
reinforced the image of Tinos as the ‘Centre of Greece’ - highly related to nationalism and 
Greek Christian Orthodoxy (Beeton, 2005; Scarles, 2009).  Lastly, visitors themselves were 
found to strengthen the image of Tinos, with study’s participants being positively influenced 
(in their decision to visit Tinos) by the projected crowds of people and their on-site practices 
like crawling. Similar to leisure tourists, religious tourists thus seem to choose to visit 
destinations to evidence what they have previously watched on TV (Hudson et al., 2011). 
Overall, TV news and documentaries appear to shape peoples’ interest in certain destinations 
by providing them with myths, images and emotions, all of which being critical motivators 
for people to travel (Iwashita, 2008). This finding corroborates previous research on the 
positive effect visual media have on tourists’ destination image and choice (Hudson et al., 
2011; Gong & Tung, 2016; Pan, 2011; Shani, Chen, Wang & Hua, 2010; Wong & Lai, 2013). 
Although this link is not new, it has rarely been tested in the context of religious tourism. The 
first theoretical contribution of the study is that it extends current knowledge on visual media 
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and tourism by highlighting the influence visuals exercise on religious tourists, who are 
instructed by religious authorities to visit particular sacred places and to engage in religious 
performances to generate particular experiences and establish religious belief (Bourdieu, 
1991). 
 
Besides shaping destination image and choice, TV news and documentaries were also 
reported in this study to influence religious tourists’ on-site experiences and shape 
imaginations of what people would experience (Kim, 2012; Siripis et al., 2013; Yen & Teng, 
2015). Similar to the findings of Kim (2010) and Roesch (2009), the study’s participants were 
observed re-enacting scenes or searching for signs and objects like the orange tree that have 
been frequently displayed on TV documentaries. Especially in the case of Tinos, the presence 
of offerings seemed to further intensify visitors’ experience, as these were interpreted as signs 
of the icon’s miraculous power and underlined Tinos’ image as a place of salvation. 
Religious tourists’ experiences on site as such seem to have been pre-programmed by the 
visuals displayed in popular media (Siripis et al., 2013). The current study though extends 
past research (Kim, 2010; Scarles, 2009; Siripis, Scarles & Airey, 2013; Yen & Teng, 2015) 
as it was found here that for some people these expectations have been met, while for others 
visual media exaggerated or were unable to capture the sacred atmosphere that people 
actually experienced on site. The study also highlights the role visual media play in shaping - 
apart from gazing - other corporeal experiences and senses such as touching (Ateljevic et al., 
2007; Pritchard & Morgan, 2000). Visual representations of destinations, therefore, affect 
religious tourists’ experience at the destination (Edensor, 2001) with TV documentaries 
creating a myth of a place (Iwashita, 2008). 
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The findings of the study have a number of managerial implications for religious authorities 
and place marketers. First, it becomes evident that the use of an emblematic trait and/or 
historical event can assist place marketers in developing a strong destination brand. In the 
case of Tinos the miraculous icon of the Virgin Mary has elevated Tinos significance not 
only as a sacred destination but also as the ‘Centre of Greece’. The frequent projection on TV 
of selected images including the icon, politicians and the crowd further reinforced this 
message, especially as autonomous image formation agents including TV news and 
documentaries have been used. The role of people in the promotion of sacred sites is 
moreover manifested through the social reproduction of experiences and miracles that trigger 
visits to sacred places. This can be supplemented in the near future by stories of people 
included in mini-movies that are known to be effective in capturing tourists’ attention and in 
fostering positive destination image (Chen, 2015). Second, the displayed offerings along with 
stories and myths related to them help to increase publicity and shape the identity of Tinos. 
These offerings were found to greatly influence the on-site experience but should be carefully 
utilized not to create expectations that could not be met, leading to diminished levels of 
satisfaction.  
 
Despite its contributions, this study is not free from limitations. First, the study was 
conducted in a single destination- more research is needed in multiple settings to further 
validate the study findings. Second, the findings are specific to religious tourists in Greece 
and cannot be generalised to other religious affiliations. In line with Kim et al. (2008) the 
consumption of popular media and tourist experiences are contextualised within different 
social, cultural, and religious values. Third, as only people who have visited the island of 
Tinos participated in the study, future research should focus also on the role visual media 
play in non-visitors’ images of Tinos. Studies need also to consider the power relations 
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between religious-church authorities and destination management organizations as such 
knowledge will assist in understanding how dominant images projected on TV documentaries 
and news are being produced.  
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
27 
 
References   
 
Andriotis, K. (2009). Sacred site experience: A phenomenological study. Annals of Tourism 
Research, 36(1), 64-84. 
 
Andriotis, K. (2011). Genres of heritage authenticity: Denotations from a Pilgrimage 
Landscape. Annals of Tourism Research, 38(4), 1613-1633. 
 
Appadurai, A. (1990). Disjuncture and difference in the global cultural economy. In M. 
Featherstone (Ed.), Global culture: Nationalism, globalization and modernity (pp. 295-310). 
London: Sage Publications. 
 
Ateljevic, I., Morgan, N. & Pritchard, A. (2007). The critical turn in Tourism Studies: 
Innovative Research Methodologies. London: Elsevier. 
 
Avraham, E. (2015). Destination image repair during crisis: Attracting tourism during the 
Arab Spring uprisings. Tourism Management, 47, 224–232. 
 
Badone, E. (2007). Echoes from Kerizinen: pilgrimage, narrative, and the construction of 
sacred history at a Marian shrine in northwest France. Journal of the Royal Anthropological 
Institute, 13, 453-470. 
 
Baerenholdt, J., Haldrup, M., Larsen, J., & Urry, J. (2004). Performing Tourist Places. 
Aldershot: Ashgate. 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
28 
 
 
Bailey, J.M. & Sood, J. (1993). The effects of religious affiliation on consumer behavior: A 
preliminary investigation. Journal of Managerial Issues, 5(3), 328–352. 
 
Baloglu, S. (2001). Image variations of Turkey by familiarity index: Informational and 
experiential dimensions. Tourism Management, 22, 127-33. 
 
Bandura, A. (2001). Social cognitive theory of mass communication. Media Psychology, 
3(3), 265-299. 
 
Bandyopadhya, R., Morais, D.B. & Chick, G. (2008). Religion and identity in India’s 
heritage tourism. Annals of Tourism Research, 35(3), 790-808. 
 
Baudrillard, J. (1981). For a critique of the political economy of the sign. St. Luis: Telos 
Press. 
 
Beeton, S. (2005). Film-induced tourism. Clevedon: Channel View Publications. 
 
Belhassen, Y., Caton, K. & Steward, W. (2008). The search for authenticity in the pilgrim 
experience. Annals of Tourism Research, 35(3), 668-689. 
 
Bell, D.A. (2003). Mythscapes: memory, mythology, and national identity. British Journal of 
Sociology, 54(1), 63-81. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
29 
 
Bernard, H.R. (2006). Research Methods in Anthropology: Qualitative and Quantitative 
Approaches (4th Ed.). Oxford: Altamira Press. 
 
Bhardwaj, S.M. (1973). Hindu Places of Pilgrimage in India: a Study in Cultural Geography. 
Berkeley: University of California Press. 
 
Bolen, J.S. (1994). Crossing to Avalon: A Woman’s Midlife Pilgrimage. San Francisco: 
Harper. 
 
Boorstin, D. (1964). The image: A guide to Pseudo-Events in America. New York: Harper 
and Row. 
 
Bouiding, K. (1956). The image. Ann Arbor, MI: University of Michigan. 
 
Bourdieu, P. (1991). Genesis and structure of the religious field. Comparative Social 
Research, 13, 1-44. 
 
Boyatzis, R.E. (1998). Transforming Qualitative Information: Thematic Analysis and Code 
Development. Thousand Oaks: Sage. 
 
Brislin, R.W. (1976). Comparative research methodology: Cross-cultural studies. 
International Journal of Psychology, 11, 215-229. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
30 
 
Browne, D.R., Firestone, C.M. & Mickiewics, E. (1994). Television/radio news and 
minorities. Queenstown, MD: Aspen Institute. 
 
Buchmann, A., Moore, K. & Fisher, D. (2010). Experiencing film tourism: authenticity and 
fellowship. Annals of Tourism Research, 37(1), 229-248. 
 
Carl, D., Kindon, S. & Smith, K. (2007). Tourists’ experience of film locations: New Zealand 
as ‘Middle-Earth’. Tourism Geographies, 9(1), 49-63. 
 
Chen, T. (2015). The persuasive effectiveness of mini-films: Narrative transportation and 
fantasy proneness. Journal of Consumer Behaviour, 14(1). 
 
Chi, C.G.Q. & Qu, H. (2008). Examining the structural relationships of destination image, 
tourist satisfaction and destination loyalty: An integrated approach. Tourism Management, 
29(4), 624-636. 
 
Cloke, P. & Pawson, E. (2008). Memorial trees and treescape memories. Environment and 
Planning D: Society and Space, 26, 107-122. 
 
Coats, C. (2011). The melodramatic structure of New Age tourist desire. Tourist Studies, 
11(3), 197-213. 
 
Cohen, E. (1998). Tourism and Religion: a comparative perspective. Pacific Tourism Review, 
2, 1-10. 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
31 
 
 
Cohen, A.B. & Rankin, A. (2004). Religion and the morality of positive mentality. Basic and 
Applied Social Psychology, 26(1), 45–57. 
 
Cohen-Ioannides, M.W. & Ioannides, D. (2006). Global Jewish tourism: Pilgrimages and 
remembrance. In: D. Olsen and D.J. Timothy, Tourism religion and spiritual journeys 
(pp.156–171). London: Routledge. 
 
Coleman, S. (2004). From England’s Nazareth to Sweden’s Jerusalem: movement, (virtual) 
landscapes and pilgrimage. In: S. Coleman and J. Eade, Reframing Pilgrimage: Cultures in 
Motion (pp.45-68). London: Routledge. 
 
Crang, P. (1997). Performing the Tourist Product. In C. Rojek and J. Urry (Eds.), Touring 
Cultures: Transformations of Travel and Theory (pp. 137-154). London: Routledge. 
 
Crouch, D. (2001). Spatialities and the Feeling of Doing. Social and Cultural Geography, 
2(1), 61-75. 
 
Decrop, A. (1999). Triangulation in qualitative tourism research. Tourism Management, 20, 
157-161. 
 
Dubisch, J. (1995). In a Different Place: Pilgrimage, Gender, and Politics at a Greek Island 
Shrine. Princeton: Princeton University Press. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
32 
 
Edensor, T. (2001). Performing Tourism, Staging Tourism: (Re)Producing Tourist Space and 
Practice. Tourist Studies, 1(1), 59-81. 
 
Eidelson, R. & Eidelson, J.I. (2003). Dangerous ideas: Five beliefs that propel groups toward 
conflict. American Psychologist, 58(3), 182-192. 
 
Eliade, M. (1969). Images and Symbols. New York: Sheed and Ward. 
 
Fakeye, P.C. & Crompton, J.L. (1991). Image Differences between Prospective, First-Time 
and Repeat Visitors to the Lower Rio Grande Valley. Journal of Travel Research, 30(2), 10-
16. 
 
Fielding, N. & Thomas, H. (2008). Qualitative Interviewing. In: N. Gilbert, Researching 
Social Life (3rd Ed.) (pp.245-265). London: Sage. 
 
Fleischer, A. & Pizam, A. (2002). Tourism constraints among Israeli seniors. Annals of 
Tourism Research, 29(1), 106-123. 
 
Franklin, A. (2004). Tourism as an ordering: Towards a new ontology of tourism. Tourist 
Studies, 4(3), 277-301.   
 
Font, X. (1997). Managing the Tourist Destination's Image. Journal of Vacation Marketing, 
3(2), 123-131. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
33 
 
Gartner, W.C. (1993). Image formation process. Journal of Travel and Tourism Marketing 
2(2/3), 191–215. 
 
Geering, L. (2002). Christianity without God. Wellington: Bridget Williams Books. 
 
Geertz, C. (1973). The Interpretation of Cultures. New York: Basic Books. 
 
Gong, T. & Tung, V.W.S. (2016). The impact of tourism minimovies on destination image: 
The influence of travel motivation and advertising disclosure. Journal of Travel & Tourism 
Marketing (doi: 10.1080/10548408.2016.1182458) 
 
Govers, G., Go, F. & Kumar, K. (2007).  Promoting Tourism Destination Image. Journal of 
Travel Research, 46, 15–23. 
 
Graburn, N.H. (1989). Tourism: The Sacred Journey. In: V. Smith, Hosts and Guests (pp. 21-
36). Philadelphia: University of Pennsylvania Press. 
 
Guba, E.G. & Lincoln, Y.S. (1989). Fourth Generation Evaluation. London: Sage. 
 
Haland, E.J. (2012). The Dormition of the Virgin Mary on the Island of Tinos: A 
Performance of Gendered Values in Greece. Journal of Religious History, 36(1), 89-117. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
34 
 
Hudson, S., Wang, Y., & Gil, S.M. (2011). The influence of a film on destination image and 
the desire to travel: A cross cultural comparison. International Journal of Tourism Research, 
13(2), 177–190. 
 
Iwashita, C. (2008). Roles of films and television dramas in international tourism: the case of 
Japanese tourists to the UK. Journal of Travel & Tourism Marketing, 24(2/3), 139–151. 
 
James, W. (1960) [1902]. The varieties of religious experience. New York: Collier. 
 
Kaelber, L. (2006). Place and pilgrimage: Real and imagined. In: W.H. Swatos, On the Road 
to Being There: Studies in Pilgrimage and Tourism (pp. 277-295). Leiden: Brill. 
 
Kim, H., & Richardson, S. L. (2003). Motion picture impacts on destination images. Annals 
of Tourism Research, 30(1), 216-237. 
 
Kim, S. (2010). Extraordinary experience: re-enacting and photographing at screen-tourism 
locations. Tourism and Hospitality Planning & Development, 7(1), 59-75. 
 
Kim, S. (2012). Audience involvement and film tourism experiences: Emotional places, 
emotional experiences. Tourism Management, 33, 387-396. 
 
Kim, S., Kim, M., Agrusa, J., & Lee, A. (2012). Does a food themed TV drama affect 
perceptions of national image and intention to visit a country? An empirical study of Korea 
TV drama. Journal of Travel & Tourism Marketing, 29(4), 313–326.  
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
35 
 
 
Kim, S., Agrusa, J., Lee, H., & Chon, K. (2007). Effects of Korean television dramas on the 
flow of Japanese tourists. Tourism Management, 28(5), 1340–1353. 
 
Kim, S., Agrusa, J., Chon, K. & Cho, Y. (2008). The effects of Korean pop culture on Hong 
Kong residents’ perceptions of Korea as a potential tourist destination. Journal of Travel & 
Tourism Marketing, 24(2–3), 163–183. 
 
Kim, S. & Assaker, G. (2014). An Empirical Examination of the Antecedents of Film 
Tourism Experience: A Structural Model Approach. Journal of Travel and Tourism 
Marketing, 31(2), 251-268. 
 
Knudsen, B.T. (2011). Thanatourism: witnessing difficult pasts. Tourist Studies, 11(1), 55-72. 
 
Kotler, P., Haider, D.H. & Rein, I. (1993). Marketing Places: Attracting Investment, Industry, 
and Tourism to Cities, States, and Nations. New York: The Free Press. 
 
Kvale, S. & Brinkmann, S. (2009). Interviews: Learning the craft of qualitative research 
interviewing. London: Sage. 
 
Lanczkowski, G. (1982). Die heilige Reise: Auf den Wegen von Gottern und Menschen. 
Freiburg: Herder. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
36 
 
Lee, C.K., Lee, Y.K. & Lee, B. (2005). Korea’s Destination Image Formed by the 2002 
World Cup. Annals of Tourism Research, 32(4), 839-858. 
 
Lord of the Rings (2003). Directed by Peter Jackson. United States: WingNut Films. 
 
MacCannell, D. (1976). The Tourist: A New Theory of the Leisure Class. New York: 
Schocken. 
 
Mattila, A., Apostolopoulos, Y., Somnez, S., Yu, L. & Sasidharan, V. (2001). The impact of 
gender and religion on college students’ spring break behaviour. Journal of Travel Research, 
40(2), 193-200. 
 
Mercille, J. (2005). Media Effects on Image: The case of Tibet. Annals of Tourism Research, 
32(4), 1039-1055. 
 
Morgan, N., Pritchard, A., & Piggott, R. (2002). New Zealand, 100% pure. The creation of a 
powerful niche destination brand. Journal of Brand Management, 9(4), 335–354. 
 
Motorcycle Diaries (2004). Directed by Walter Salles. UK: FilmFour.  
 
Nielsen Media Research Greece (2015). Annual Report 2015. Athens: AGB Nielsen. 
 
O’Reilly, K. (2005). Ethnographic Methods. London: Routledge. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
37 
 
Pan, S. (2011). The Role of TV Commercial Visuals in Forming Memorable and Impressive 
Destination Images. Journal of Travel Research, 50(2), 171-185. 
 
Pan, S., Santos, C. & Kim, S. (2016). Promoting Tourism, Projecting Power: The role of 
Television Commercials. Journal of Travel & Tourism Marketing (doi: 
10.1080/10548408.2016.1156610) 
 
Pan, S., Lee, J., & Tsai, H. (2014). Travel photos: Motivations, image dimensions, and 
affective qualities of places. Tourism Management, 40, 59–69. 
 
Pan, S., & Tsang, N. (2014). Inducible or not—A telltale from two movies. Journal of Travel 
& Tourism Marketing, 31(3), 397–416.  
 
Phelps, A. (1986). Holiday Destination Image- the problems of Assessment: An example 
Developed in Menorca. Tourism Management, 7(3), 168-180. 
 
Poria, Y., Butler, R. & Airey D. (2003). Tourism, Religion and Religiosity: A Holy Mess. 
Current Issues in Tourism, 6(4), 340-363. 
 
Poulson, R.L., Eppler, M.A., Satterwhite, T.N., Wuensch, K.L. & Bass L.A. (1998). Alcohol 
Consumption, Strength of Religious Beliefs, and Risky Sexual Behavior in College Students. 
Journal of American College Health, 46(5), 227-232. 
 
Pretes, M. (2003). Tourism and nationalism. Annals of Tourism Research, 30(1), 125–142. 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
38 
 
 
Pritchard, A. & Morgan, N. (2000). Privileging the male gaze: Gendered tourism landscapes. 
Annals of Tourism Research, 27(4), 884-905. 
 
Qu, H., Kim, L.H. & Im, H.H. (2011). A model of destination branding: integrating the 
concepts of the branding and destination image. Tourism Management, 32(3), 465-476. 
 
Rittichainuwat, B. & Rattanaphinanchai, S. (2015). Applying a mixed method of quantitative 
and qualitative design in explaining the travel motivation of film tourists in visiting a film-
shooting destination. Tourism Management, 46, 136-147.  
 
Reijnders, S. (2011). Places of the imagination: Media, tourism, culture. Surrey, UK: 
Ashgate Publishing.  
 
Riley, R., Baker, D. & van Doren, C.S. (1998). Movie induced tourism. Annals of Tourism 
Research, 25(4), 919–935. 
 
Rinschede, G. (1992). Forms of Religious tourism. Annals of Tourism Research, 19, 51-67. 
 
Roesch, S. (2009). The experiences of film location tourists. Bristol: Channel View 
Publications. 
 
Scarles, C. (2009). Becoming Tourist: Renegotiating the Visual in the Tourist Experience. 
Environment & Planning D: Society and Space, 27(3), 465-488. 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
39 
 
Schofield, P. (1996). Cinematographic images of a city. Tourism Management, 17(5), 333–
340. 
 
Selwyn, R. (1996). The Tourist Image. London: Wiley. 
 
Shani, A., Chen, P. J., Wang, Y., & Hua, N. (2010). Testing the impact of a promotional 
video on destination image changes: Application of China as a tourism destination. 
International Journal of Tourism Research, 12, 116-133. 
 
Shields, R. (1991). Places on the margin: Alternative geographies of modernity. London: 
Routledge. 
 
Silberman, I. (2005). Religion as a Meaning System: Implications for the New Millennium. 
Journal of Social Issues, 61(4), 641-663. 
 
Singh, S. (2006). Tourism in the sacred Indian Himalayas: An incipient Theology of 
Tourism? Asia Pacific Journal of Tourism Research, 11(4), 375-389. 
 
Siripis, M., Scarles, C. & Airey, D. (2013). Being a Tourist or a Performer? Tourists’ 
Negotiation with Mediated Destination Image in Popular Film. In: J.A. Lester & C. Scarles, 
Mediating the Tourist Experience: From Brochures to Virtual Encounters. London: 
Routledge. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
40 
 
Slater, C. (1986). Trail of miracles: Stories from a pilgrimage in Northern Brazil. Berkeley: 
University of California Press. 
 
Smith, V. (1992). The Quest in Guest, Annals of Tourism Research. 19, 1-17. 
 
Stylidis, D., Belhassen, Y. & Shani, A. (2015). Destination image, on-site experience and 
behavioural intentions: Path analytic validation of a marketing model on domestic tourists. 
Current Issues in Tourism, Available Online. 
 
Stylidis, D., Shani, A., & Belhassen, Y. (2017). Testing an integrated destination image 
model across residents and tourists. Tourism Management, 58, 184-195. 
 
Sun, M., Ryan, C., & Pan, S. (2015). Using Chinese travel blogs to examine perceived 
destination image: The case of New Zealand. Journal of Travel Research, 54(4), 543-555. 
 
Terzidou, M., Stylidis, D., & Szivas, E. (2008). Residents’ perceptions of religious tourism 
and its socio-economic impacts on the island of Tinos. Tourism and Hospitality: Planning 
and Development, 5(2), 113-129. 
 
The Beach (2000). Directed by Danny Boyle. UK: 20
th
 Century Fox. 
 
Tilley, C. (2006). Introduction: Identity, Place, Landscape and Heritage. Journal of Material 
Culture, 11(1/2), 7–32. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
41 
 
Timothy, D.J. & Iverson, T. (2006). Tourism and Islam: Considerations of Culture and Duty. 
In: D.J. Timothy and D.H. Olsen (Eds.) Tourism, Religion and Spiritual Journeys (pp.186-
205). London: Routledge. 
 
Turner, V. (1973). The Centre Out There: Pilgrim’s Goals. History of Religion, 12(3), 191-
230. 
 
Turner, V. & Turner, E. (1978). Image and Pilgrimage in Christian Culture: Anthropological 
Perspectives. New York: Columbia University Press.  
 
Urry, J. (1990). The Tourist Gaze: Leisure and Travel in Contemporary Societies. London: 
Sage. 
 
Vukonic, B. (2006). Sacred Places and Tourism in Roman Catholic Tradition. In: D.J. 
Timothy and D.H. Olsen, Tourism, Religion and Spiritual Journeys (pp. 237-253). London: 
Routledge. 
 
Weber, M. (1946). The social psychology of the world religions. In: H.H. Gerth & C.W. 
Mills, From Max Weber: Essays in sociology (pp. 267-301). New York: Oxford University. 
 
Williams, E., Francis, L., Robbins M. & Annis, J. (2007). Visitor Experiences of St Davids 
Cathedral: The Two Worlds of Pilgrims and Secular Tourists. Rural Theology, 5, 111–123. 
 
Please cite as:  
Terzidou, M., Stylidis, D. & Terzidis, K. (2017). The role of visual media in religious tourists’ 
destination image, choice and on-site experience: The case of Tinos, Greece. Journal of Travel & 
Tourism Marketing (http://dx.doi.org/10.1080/10548408.2017.1304316) 
 
 
42 
 
Wong, J.Y., & Lai, T.C. (2013). Celebrity attachment and behavioral intentions: The 
mediating role of place attachment. International Journal of Tourism Research, 17(2), 161–
170. 
 
Yen, C.H., & Croy, W.G. (2016). Film tourism: Celebrity involvement, celebrity worship and 
destination image. Current Issues in Tourism, 19(10), 1027-1044. 
 
Yen, C.H., & Teng, H.Y. (2015). Celebrity involvement, perceived value, and behavioral 
intentions in popular media-induced tourism. Journal of Hospitality & Tourism Research, 
39(2), 225–244. 
